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Advertising education is 100 years old in 2005. What was necessary to earn a degree in 
advertising, and how American universities prepared students for it, had a research champion in 
Billy I. Ross, who did extensive study on curriculum and degree requirements beginning in the 
1960s. His last study was in 1991. The World Wide Web, Internet, digital communications and 
emerging consumer communication choices and preferences have educators discussing changes 
in advertising curriculum in the new millennium. Some challenges remain constant, while others 
present a new frontier.  An advertising education summit in 2001, sponsored by the American 
Advertising Federation and the Advertising Department of the University of Texas at Austin, 
produced a White Paper with thoughtful recommendations that meant to shape advertising study 
in the future. This research project and paper is designed to update Ross’ work, providing a 
descriptive studyoin advertising curricula for 2005, and to provide benchmarks for the curricula-
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CHAPTER ONE: INTRODUCTION 
At New York University in 1905, W.R. Hotchkin, advertising manager at the John 
Wanamaker Company, taught a course titled “Advertising” (Ross, 1991). This may have been 
the birth of advertising education, but it was not yet a trend on the nation’s colleges and 
universities. University of Missouri’s School of Journalism was the first school to offer an 
advertising major, which was started immediately after the school’s founding in 1913. Two years 
later, in 1915, New York University established the Department of Advertising and Marketing 
(Ross, 1991). 
So begin the roots of education for advertising, a deliberate nomenclature created by 
advertising education research champion Billy I. Ross, Ph.D., Distinguished Professor in the 
Manship School of Mass Communication, Louisiana State University. He is also Professor 
Emeritus, Texas Tech University. He served as head of the Mass Communication program for 
Texas Tech University for 17 years and on the faculty of the University of Houston and 
Kentucky Wesleyan College (Ross & Johnson, 2003). 
Ross would conduct, compile and publish comprehensive studies on the status of 
advertising education from 1965 to 1991. He profiled the geographic regions of the country 
where universities had advertising degrees, the courses offered and the schools or colleges that 
housed them, the enrollment figures, degrees awarded, the credentials of the faculty teaching the 
subjects, number of women and minorities studying advertising, and graduate programs in 
advertising. 
He would also comment on the trends and use statistics to point out future needs. His full 
studies were published in book form, but he wrote many journal articles that focused on specific 
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points, such as a 1990 Journalism Educator article with the self-explanatory title “Most 
Advertising Programs Find Home in Mass Communication.” His research is also the backbone of 
the student resource booklet Where Shall I Go to Study Advertising?, published each year for the 
last 40 years by Lubbock Texas-based Advertising Education Publications. 
His work spanned a full career. Yet it is interesting to note that in the 14 years since his 
last book, a new snapshot of advertising education hasn’t been developed. Since 1991 the 
personal computer, Internet and World Wide Web have become commonplace in the American 
consumer’s home. Major changes in the world of advertising and its role in reaching consumers 
in new, innovative, and increasingly digital ways, are issues the industry can’t ignore. 
Universities must take heed of these changes as well. 
Academia is not without discourse on the subject. In March 2001, the University of 
Texas’ Department of Advertising partnered with the American Advertising Federation (AAF) to 
create the Advertising Education Summit on the campus of the University of Texas at Austin. 
The Summit had key executives and educators together presenting thoughts, ideas and wishes for 
the future of education for advertising. The three-fold objectives were: 
1. to facilitate an exchange of ideas about future problems and opportunities 
facing both the advertising industry and advertising education 
 
2. to develop a common sense of purpose and direction for advertising educators 
as they adjust their curricula to the needs of both students and the industry 
 
3. to generate a document reporting the major conclusions and directions 
identified during the Summit with an emphasis on implications for educators 
(Murphy,  Burns, et al., 2001). 
 
Representatives from 25 academic programs participated, including those from all of the 
top 10 programs ranked by AAF advisors in an unpublished, but current, survey conducted by 
Richards, Taylor and Wooley (Murphy, Burns et al., 2001). 
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Members of the professional community spoke to the group about what they saw as key 
issues critical to the future of advertising education. Topics and the speakers presenting them 
were: 
·Agency Perspective: Rick Boyko, Ogilvy & Mather, New York 
·Client Perspective: Scott Helbing, Vice President for Global Brand Strategy, Dell 
Computers 
 
Three speakers representing academia were: 
·Dr. Linda Scott, Head, Department of Advertising, College of Communications, 
University of Illinois at Urbana-Champaign 
 
·Pippa Seichrist, co-founder of the Miami Ad School 
 
·Dr. Mary Alice Shaver, Chair, Department of Advertising, College of Communication 
Arts and Sciences, Michigan State University (now Department Chair, Nicholson School 
of Communication, University of Central Florida) 
 
After these speakers, smaller groups broke off to work on tangible findings and 
recommendations in specific areas. Graduate students took notes and a White Paper was 
produced and distributed. 
 This thesis is designed to update Ross’ database in order to create a descriptive study of 
advertising education in 2005. It attempts to use the data to provide answers for the questions 
raised at AAF and UT’s 2001 Advertising Education Summit. Questions include “Where are 
advertising programs found (in what major, what degree is earned)?” and “How many colleges 
offer courses that cover the broad and narrow topics recommended at the Summit?” 
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CHAPTER TWO: LITERATURE REVIEW 
Before the future of advertising education can be mapped out, it is prudent to look at 
where it’s been. While changes to curriculum are not major, the growth in programs is. 
History of Advertising Education Studies 
Two of the earliest studies about advertising education were conducted by Dr. Charles L. 
Allen in 1960 and 1962. The first study, titled “Survey of Advertising Courses and Census of 
Advertising Teachers,” was conducted by the American Academy of Advertising in 1960 (Ross, 
1991). Allen’s second study surveyed 35 institutions with major programs in advertising 
education. While it was predominantly about faculty credentials, tables included information on 
the number of advertising majors and graduates of 1960 and required courses for the major. Two 
summary tables were also included, one presenting the “ideal” academic requirements for the 
advertising major based on viewpoints of advertising educators. The second table summarized 
the current requirements for the advertising majors in semester hours and subjects (Ross, 1991). 
One earlier study, published in 1959, was conducted by George Link, Jr. and James E. 
Dykes from the University of Kansas. It was criticized because it described only those 
advertising courses of study at colleges and university with schools or departments of journalism 
accredited by the American Council on Education for Journalism. Tables in the study showed 
percentages of liberal arts and professional course work, titles of advertising courses, whether the 
major was in business and/or journalism and the semester-hour credit value of each course. A 
mail questionnaire and current catalogs were the sources used to gather the information (Ross, 
1991.) 
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Dr. Ross published his first study in book form in 1965, containing data collected in 1963 
and 1964. Titled “Advertising Education: Programs in Four-Year American Colleges and 
Universities,” it was co-sponsored by the American Academy of Advertising (AAA) and the 
American Association of Advertising Agencies (4A). It was the third study sponsored by AAA 
(Ross, 1991). His results will be discussed later in the literature review. 
What’s the Best Preparation for a Career in Advertising? 
Departing a bit from taking a snapshot of academic offerings, John B. Gifford, associate 
professor of Marketing Management at Miami University (Ohio) and John P. Maggard, professor 
of Marketing Management, at the same school, conducted a study to determine the best academic 
preparation for an advertising career. An article with their findings was published in 1975 in 
Journal of Advertising. Gifford and Maggard traced the earlier findings of those who sought 
answers before them. They wrote that the relationship between advertising executives and 
advertising educators tends to oscillate between warm and lukewarm—neither incompatible nor 
extremely compatible (Gifford & Maggard, 1975). 
They reported on a 1968 speech given by John Crichton, president of 4A, usually an 
optimistic proponent of better relations between the professional and academic worlds, where he 
expressed his view that “the relationship between advertising practitioners and advertising 
educators had improved very little during the past 30 years.” Crichton, citing the views of those 
responsible for hiring for advertising positions, said a good background was “not education in 
advertising, but a broad education, supplemented by (say) retail selling, or door-to-door selling, 
or perhaps work in a mail order business” (Gifford & Maggard, 1975). 
Yet in the same speech, backing up the author’s view of oscillation, Crichton did say 
advertising employers have a special passion for the M.B.A. (Gifford & Maggard, 1975). 
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To determine how well advertising educators recognize and understand the requirements 
of those making hiring decisions for advertising jobs, Gifford and Maggard pointed to several 
studies. But most of them, they said, concentrated on special segments of the overall picture, 
leaving questions. (Gifford & Maggard, 1975). 
One example they offered was a 4A-sponsored survey to determine the academic 
background of those who have established a record of success in the agency business. Only 31 of 
the larger advertising agencies were studied, so it was criticized for providing an inaccurate 
picture (Gifford & Maggard, 1975). 
Of more value was a 1971 study, conducted by the Educational Foundation of 4A and the 
Department of Advertising at the University of Illinois, which surveyed 57 faculty members, 
representing 48 universities. Nature of advertising courses offered, instructor background and 
problems encountered were asked (Gifford & Maggard, 1975). In 1973 and 1975, Frazier Moore 
and John D. Leckenby surveyed advertising educators, practitioners and/or students to get a 
better picture of the effectiveness of advertising education. The studies showed a considerable 
lack of agreement among the three groups as to what constitutes good advertising education 
(Gifford & Maggard, 1975). 
The last study of interest to Gifford and Maggard’s research questions, conducted just 
prior to the start of their project, was done by William A. Cather, Chairman of Michael-Cather, 
Inc. Large agencies and firms were included in a survey on opinions relative to: 
·Desirable skills for success in advertising 
·Overall value of college training 






· initiative to be favored over aptitude  
·planning campaign strategy to be the most desirable skill  
·a college education not a necessity, but helpful 
·courses in marketing and advertising to be of only some use in the real world, while the 
most helpful courses are in writing skills, closely followed in importance by psychology. 
(Gifford & Maggard, 1975). 
 
 In late 1974, Gifford and Maggard conducted a census survey of all 4A listed agencies 
with total billings exceeding $5 million and a representative sample of agencies with less than $4 
million in billings. This sample (n=526) was chosen because the authors felt it represented the 
largest homogeneous group of employers, the advertising agency. (Gifford & Maggard, 1975). 
The top executive position received the mailed questionnaire. 
A 49.2% response rate was achieved with no follow-up, which they called “gratifying.”  
This helped the researchers determine, among other goals of their study, “desired undergraduate 
curriculum” (Gifford & Maggard, 1975). 
The summary of their most relevant findings were: 
1. The best advertising executives graduate with degrees in business administration and 
marketing (26.3%), closely followed by journalism (25.1%). Communication arts 
(10.4%) and liberal arts (6.9%) followed in spots three and four respectively. 
 
2. A graduate degree is not considered to be of any great importance in the initial or 
long run success in the advertising profession. 
 
3. Their ideal curriculum for students was void of physical sciences, finance and 
accounting, as well as a concentration of advertising courses. As strong preference 
was indicated for English, marketing, communication, psychology, journalism and 
copywriting. Larger agencies tended to recommend mathematics and statistics. 
 
4. The majority (70.3%) of respondents felt a serious gap existed between the needs of 
advertising agencies and the expertise students bring the initial jobs. The single 
overwhelming suggestion was work study/apprenticeships. Others included less 
theory and more application, more utilization of agency people in the classroom and 
summer faculty internships to keep teachers current (Gifford & Maggard,1975). 
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In summarizing their results, Gifford & Maggard made two observations. First was that 
the programs at U.S. colleges and universities appeared to be in harmony with agency 
executives’ preference for a “liberal arts” approach. Secondly, they were “amazed” at the 
uniformity of responses of top agency management. In well over 90% of the response categories, 
there were no significant differences between answers given by large or small agencies, agencies 
with primarily industrial versus consumer accounts, Southern versus New England versus New 
York executives (Gifford & Maggard, 1975). 
In 1989, AEJMC published “Challenges & Opportunities in Journalism & Mass 
Communication,” described in its subtitle as a report of the task force on the future of journalism 
and mass communication education. In the advertising curriculum section of the report, the task 
force reported on a study it conducted to examine advertising curriculum and compared it to 
advertising practitioners’ and advertising professors’ perceptions of what makes a strong 
advertising program. It did not include curricula housed in schools and colleges of business 
(AEJMC, 1989). 
A four-page questionnaire was mailed to advertising educators and advertising 
practitioners. The practitioners were presidents and the education chairpersons of 420 local AAF 
chapters. An 80 % overall response rate was achieved (AEJMC, 1989). 
A 5-point scale (1-very important) was used to indicate the degree of importance 
respondents associated with study in each of three areas: general areas of study, specific areas of 
study related to advertising and generalizations about formal education in advertising (AEJMC, 
1989). 
Strong similarity was found between professors’ and practitioners’ evaluations of the 
importance of general education and for specific components of the typical advertising 
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curriculum. The most important subjects on both evaluator’s lists: advertising, marketing and 
English composition, followed by psychology, journalism writing and economics (AEJMC, 
1989). 
Both parties also agreed on specializations. The only major discrepancy noted was the 
importance of an advertising internship. Professors placed it eighth and practitioners placed it 
first (AEJMC, 1989). 
Another area of disagreement was found in the statement: “Most programs I am aware of 
seem alert to the importance of changes in structure and function of the advertising industry.” 
Professors agreed, giving it a second place ranking and practitioners ranked it fourth (AEJMC, 
1989). 
An article titled “How can advertising teachers better prepare students for entry-level 
advertising agency jobs?” was published in Journal of Advertising Research’s December 
1989/January 1990 issue. It was written by four researchers, including three professors and 
James Brink, who at the time was vice president, associate director of personnel at Grey 
Advertising. The team wanted to find out what agency recruiters really wanted in candidates and 
what teachers were seeking to impress on the minds of their charges (Deckinger, Brink, 
Katzenstein & Primavera,1990). Their purpose was to better equip the advertising teachers to 
prepare their students for encounters with recruiters (Deckinger, Brink & et al., 1990).  
After considerable pilot work and pre-testing of their questionnaire, they mailed the 
survey to random samples of recruiters and advertising educators in the spring of 1986. (The 
educators were taken from Ross’ booklet “Where Shall I Go to Study Advertising?” and the 
recruiters from the AACSB’s list.) Grey Advertising lent its name to the study. (Deckinger, 
Brink & et al., 1990).  
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A high rate of response followed—82 % for educators (n=132) and 52 % for agency 
recruiters (n=32). They did paired comparisons of teacher and recruiter attitudes toward a 
comprehensive inventory of human qualities (Deckinger, Brink & et al., 1990). 
In evaluating their data, the researchers defined four major areas in which college 
graduates enter agencies—account service, media, creative writing, and marketing research 
(Deckinger, Brink & et al., 1990). 
For conclusions, the team offered these: 
1. Educators and recruiters are, for the most part, on the same wavelength. 
2. There are some sharp differences 
3. The differences cluster about divergent foci: 
·the academics tend to accentuate job-specific attributes, while 
·the recruiters tend to take a broader, more global view (Deckinger, Brink& et al., 
1990). 
 
 The researchers also said logical changes teachers could make would be more relative 
emphasis on the humanities as opposed to advertising-related subjects. In advertising-related 
subjects, they called for more emphasis on broad implications, ethics and the thinking process 
than on job-specific mechanics. Lastly, they offered more careful screening of people accepted to 
concentrate in advertising/communications (Deckinger, Brink & et al., 1990). 
 At the time of this study, advertising majors in American colleges and universities 
numbered more than 13,000, a 34.8% increase in two years (Peterson, 1988). Two professors at 
Michigan State University, Robert and Sandra Ducoffe, wanted to harmonize the objectives of 
advertising educators with those of practitioners. The authors designed a study to answer two 
basic questions: 
1. How do top advertising executives feel they made it to the top? 
2. What advice would they give today’s graduating seniors on how to appear desirable to 
advertising agencies? (Ducoffe & Ducoffe, 1990).  
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 A mail survey to Michigan-area agency executives was sent and they received a 63% 
response rate (Ducoffe & Ducoffe, 1990). The authors admitted their convenience sample could 
be an issue, but saw no reason the results wouldn’t translate to executives in other markets. 
 The executives ranked factors (on a 5-point Likert scale) most important to career 
success. In order, the characteristics were: personal motivation, communication skills, leadership 
ability, selling ability, interpersonal skills, on-the-job training (Ducoffe & Ducoffe, 1990). 
 An open-ended question asked respondents for advice to students. The responses were 
grouped into four categories: personality traits, educational tips, important skills, and 
approaching the job search. The advice, which could include multiple items, was: 
Personality traits 
 Be persistent/aggressive/self-motivated/work hard (31%) 
 Be innovative/creative/inquisitive (7%) 
 
Educational tips 
 Take marketing courses (12%) 
 Take liberal arts courses/be a generalist (12%) 
 
Important skills 
 Develop good communication skills (6%) 
 Understand consumer behavior (6%) 
 
Approaching the job search 
 Get internships (12%) 
 Take any job you can get to start (7%) 
 Keep all work for a portfolio (4%) (Ducoffe & Ducoffe, 1990). 
 
The Creative Perspective 
The previous studies surveyed the opinions of advertising executives. The creative side of the 
shop—design and copywriting—is a side of advertising education that has greatly interested 
educators (Otnes, Spooner & Treise, 1993). In a paper published in Journalism Educator, the 
authors wanted to get the thoughts of those recently hired into their first creative positions. The 
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study addressed what new creatives believed to be necessary from advertising courses; which 
courses besides advertising were beneficial; and, how did they supplement their undergraduate 
education prior to getting their jobs (Otnes, Spooner & Treise, 1993).  
Interviews with copywriters (n=6) and art directors (n=7) were conducted and the 
average length they had been on the job was 11.9 months (Otnes, Spooner & Treise 1993). The 
agency was a large, Midwestern firm with $4.5 billion in billings. The authors felt, after 
analyzing the interviews, educators could help aspiring creatives reach their goals in four ways.  
First was to focus on the conceptual, technical, and communication skills required for 
students to succeed in agency creative departments. Second was to bring guest speakers into the 
classroom to portray a realistic portrait of agency life. Third was to advise students as to which 
courses outside of the advertising and communication curricula might be of benefit. Fourth was 
to paint a realistic picture of the length of time students should expect to devote to creating 
successful portfolios (Otnes, Spooner & Treise 1993). 
That same year, George M. Zinkhan, The Coca-Cola Company Chair of Marketing at the 
University of Georgia, would write in Journal of Advertising that the process of producing 
advertising involves creativity on demand or creativity within strict parameters. His article 
encouraged advertising scholars and practitioners to think more about the creative spark which 
drives much of advertising. He pointed out that, to date, we know relatively little about the 
creative process.
Two years later, a study would look at experiences creatives. The authors wanted to 
compare the perspectives of more experienced art directors (n=5) and copywriters (n=6) to those 
of “new” creatives in their previous study. (Otnes, Oviatt & Treise, 1995). As they expected, 
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some of the experienced professional’s suggestions paralleled those of the entry-level ones. But, 
six issues emerged (Otnes, Oviatt & Treise, 1995): 
1. New creatives wanted basic experience in creating concepts. Experienced creatives 
stressed how educators should help students learn to judge their concepts as well. 
 
2. Teach students that concepts should respect and reflect advertising strategy. 
3. Experienced creatives stressed even more (“adamant” was the word used in the 
qualitative analysis) that annuals, such as One Show and Communication Arts 
should be used as learning tools. 
 
4. A different insight on teamwork was offered by veterans. It was important that new 
creatives understand the importance of preparing in advance for meetings with 
their partners to make their time together focused and productive. 
 
5. Acquire and practice presentation and selling skills in creative-oriented classes. 
6. Not addressed at all by new creatives was the issue of agency politics. Bringing 
agency people into the classroom to address this was the course of action 
recommended by the authors (Otnes, Oviatt & Treise, 1995). 
 
A 1994 article in industry trade publication Adweek, titled “Future Shock,” echoes some 
of the researcher’s findings. Author Brett Robbs, a former copywriter at McCann-Erickson and 
DDB Needham turned educator at University of Colorado, discussed the results (but not the 
source or methodology) of a study that showed 65% of the more than 100 agency executives 
polled said entry-level creatives lack presentation skills. The executives were asked about the 
qualities, abilities and responsibilities of entry-level people (Robbs, 1994).  
The biggest weakness noted, the respondents said, was as lack of strong conceptual 
thinking. Yet, Robbs pointed out it isn’t a decrease in the caliber of entry-level talent, but more a 
reflection of layoffs, cutbacks and elimination of layers which leads to less time available for the 
experienced art directors and copywriters to train the new ones (Robbs, 1994). 
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The Return of Ross 
More than 25 years later, Ross would update his original study, keeping the same basic 
format. It included information for 1988-89 and was published in 1991 (Ross, 1991). Titled The 
Status of Advertising Education, it set out to provide information on broad problems Ross 
identified in advertising education. These included: 
1. Advertising education, like other professional education subjects, had had its 
ups and downs and diverse academic interests had created diffused patterns of 
curricula and emphasis. 
 
2. It is difficult to obtain a clear picture of the extent and scope of advertising 
education. Which academic divisions teach advertising courses? And what 
courses are offered? 
 
 
3. It is difficult to learn which institutions offer integrated course programs in 
which students may earn an advertising major, minor, or area of concentration. 
And which colleges and universities list advertising courses in catalogues but 
seldom or never teach them? 
 
4. It is difficult to learn whether institutions actually offer majors in advertising or 
other majors in marketing or journalism with courses in advertising (Ross, 
1991). 
 
These problems identified, Ross defined the purpose of his study to answer these 
questions: 
1. What is the early history of advertising education in the U.S? 
2. What institutions now offer advertising programs? 
3. What do these institutions call these programs? 
4. In which academic divisions are the advertising programs placed? 
5. What advertising courses are taught by the institutions with advertising programs? 




7. In what way do advertising practitioners and professional organizations cooperate? 
8. How many advertising students are enrolled in various advertising programs? 
9. How many and what are the backgrounds of the faculty members who teach 
advertising courses? 
 
10. How many advertising students graduated each year? 
11. What do advertising educators think about the future of advertising education? 
To illustrate the breadth of Ross’ data, the answers he was able to provide for some of 
these questions include the following, which have the most relevance to this thesis. 
What institutions now offer advertising programs? By comparing his data collected in 
1964 with that collected in 1989, Ross was able to show an increase of 44 % over 25 years in the 
number of schools with advertising programs. The Southeast region had the largest percentage 
increase (108%) and the Midwestern region had the largest number of schools with programs 
(34). The Eastern region has the smallest growth, only adding one school for an increase of 8 % 
(Ross, 1991). He listed each school by region in tables, adding astericks to the ones added since 
1964. 
What do these institutions call program that teach advertising? Of the 111 schools with 
advertising programs, the most popular location was Journalism/Mass Communication (98 
programs), followed by 11 in Business/Marketing and 2 were joint programs between the two. 
Ross further described those programs that were advertising sequences, the most popular, used in 
51 schools, compared with 36 in 1964 (Ross, 1991). 
The second-most-used title for an advertising program was major. There were 39 schools, 
compared to 19 in the original study. Other classifications included concentration (8 schools), 
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option (6 schools), emphasis (5 schools), area (3 schools in 1989, 7 in 1964) and specialization 
(11 in 1964 and 1 in 1989) (Ross, 1991). 
What advertising courses are taught by the institutions with advertising programs? Ross 
compiled the five most frequently required courses. They were: Principles/Introduction, Copy 
and Layout, Campaigns, Media Planning/Strategy, Management/Administration or Advertising 
Research (Ross, 1991). In comparing the changes in 25 years Ross reported that more emphasis 
was being placed on research, strategy and management (Ross, 1991). 
Merging of Updated Ross Database with Advertising Education Summit 
Ross’ research questions, which were answered by his research in percentage and raw 
numbers, have staying power. They are valid questions in 2005. The data produced by these 
questions could provide answers or insights to the questions and issues raised at the Advertising 
Education Summit—if they were updated and reflected where advertising education is now. 
Key recommendations brought up in the White Paper that pertain to Ross’ research, 
which has been updated for this thesis to reflect 2005, are: 
1. Teach principles, strategies, and theory 
2. Audit other programs’ curricula 
3. Revisit key institutional alignments (Journalism, PR, business school) 
4. Determine the best way to progress through the body of knowledge we provide. 
 
For the last question, the group summarized what should be taught under deductive or 


















 Account planning 
 Campaigns 
 Sales promotion 
 Sales management 
 Research methods 
 Public relations 
 
 Taking these questions and recommendations from the Advertising Education Summit, 
some answers, or at the very least direction, can be found in looking at the status of advertising 
education in the new millennium. What would an audit of other curricula tell us in broad terms 
(number of schools, degrees offered)? What courses are offered today? How prepared are 
American universities and colleges to offer the courses that both professors and advertising 
executives feel are necessary to meet the needs of the industry in the future? 
 
 The following research questions are offered for this thesis: 
 
1. Where are advertising programs found—in Journalism, combined with Public Relations 
degrees or in business schools? What degrees are awarded (BS, BA, BSBA)? 
 
2. What courses are offered that cover the broad topics recommended at the Summit? 
 
3. What courses are offered that cover the narrow topics recommended at the Summit? 
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CHAPTER THREE: METHODOLOGY 
 While Link and Dykes’ inaugural advertising curriculum study used mailed 
questionnaires and printed course catalogs, this study for advertising education in the new 
millennium relied on new technology—the World Wide Web. This approach has the added 
advantage of presenting a student perspective, as prospective students use and are directed to 
University web sites to gather information on courses offered in their intended major. A printed 
piece, however, was necessary to create a starting point. 
Using Ross’ Where Shall I Go To Study Advertising?, a list was made of the 124 colleges 
listed in the booklet and the schools’ Web addresses. Ross updates the booklet yearly, leaving a 
school in for three years if it doesn’t respond every year (Ross, 2003). During Summer 2004, an 
online search of the 124 college course offerings was made over six consecutive weeks. Five 
schools were eliminated because they didn’t offer a major, concentration, option, emphasis, area 
or specialization in advertising despite being listed in Ross’ booklet. (There were no courses 
listed with Advertising in the title at all. One reason could be the curricula changed since the 
publishing of the 2003 Ross booklet.) One central question guided the search: What are students 
required to take to fulfill the specified requirements for to study advertising or advertising and 
public relations (combined)? 
Once the Web page listing requirements of the advertising program was found, the page 
was printed. All schools did have information on line and no calls or contact to individuals were 
needed. 
Electives were an area of question. Some schools offered a long list of electives, but 
required students to choose only one or two from the list. Because these long lists of electives did 
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not make up the major part of the program, and to control the size of the database, all electives 
were not input, but the core requirements were. If the course was taken by 51% of the students, it 
was input because a claim could be made that most students in the program were being exposed 
to the course content. General education classes were not input. 
An Excel spreadsheet was created with an alphabetical listing of school names and a field 
dedicated to each course named in the degree requirements from each page printed from the 
school’s Web site. In some cases, courses with virtually identical names were grouped in the 
same field.  
Reliability and validity of database 
For reliability and validity of the database, two steps were undertaken. First, since course 
requirements were taken from the major’s Web site, the next step was to verify that information 
was accurate. A random sample of 20 % of the schools was taken (a total of 24 schools). The 
Internet was used again, this time searching course catalogs on those 24 university or colleges’ 
Web site. All information on the Web site was assumed to be correct. The courses were cross-
referenced between the college or university’s online catalog and the data input in the Excel file 
from the Advertising program’s Web site. Data was 100% accurate. 
Second, for inter-coder reliability as it related to database input, definitions were created. 
For example, Introduction and Principles were interchangeable in course titles. Therefore, 
Introduction to Advertising and Principles of Advertising were considered the same course. Also, 
coders had flexibility in interpreting semantics of course names. Strategies in Advertising and 
Advertising Strategy was the same course. A second coder not affiliated with the research project 
was recruited and trained on the definitions. A random selection of 20% of the schools’ course 
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requirements (n=24) was printed out and re-input in a new database. Then the two sets of data 
were compared. The database was 99.2% accurate. The database was corrected for future use. 
All 119 schools were included in the study for two reasons: 1) Ross’s study had all the 
schools, and 2) the small universe dictated it. Just using a representative sample would have 
skewed the results because there was such a lack of continuity between programs.  
Assigning broad and narrow categories 
Reliability and validity were also issues in how the courses were assigned to the Ad 
Summit’s broad and narrow categories. Admittedly, there is room for interpretation about 
whether a course offered in an advertising program fits into the broad definition of Psychology, 
for example. It was also acknowledged that professors bring their own interpretation to courses 
and this could change the content of the course. So, categories were assigned based on what was 
most likely to be covered in the course. 
Two graduate students, each with an undergraduate advertising degree, were recruited to 
assist in this definition process. They were trained on the Ad Summit’s broad and narrow 
categories and on their purpose in assigning categories.  
For manageability reasons only, the courses in the database were grouped into five areas: 
Advertising, Public Relations, Communication, Media and Other. A printout was made of the 
courses in each of these areas with two blank boxes underneath each course. The top blank was 
for the coder to write in the broad category and the bottom blank was to write in the narrow 
category. Each coder was given a different section. 
Coders met in a conference room and spent time individually with the list of broad and 
narrow topics and the course printouts, filling in categories. After completing the forms, issues 
and questions were shared. Discussion of the issues and questions followed and consensus was 
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easily reached. For example, it was decided that courses could not have more than one broad 
category assigned, nor more than one narrow category assigned—they must be mutually 
exclusive. However, a course could have both a broad category assigned and a narrow category 
assigned. This way, the data could reflect percentages of how many courses are offered in broad 
categories as well as narrow categories exclusive of each other. 
It was also decided that a course should not be forced into a category if it did not 
reasonably fit. Consequently, not every course was assigned a category. This was a small number 
of courses, however (n=91, 6.9%).(See Appendix V.) 
Coders then exchanged sections and checked each other’s category assignments, making 
changes if necessary. This occurred in 18 courses. This process continued until all courses were 
defined.  
Appendices were created to reflect the courses listed in the broad and narrow categories, 
with the number of courses under each category noted. Footnotes reflected those instances when 
like courses were grouped together. In addition to total courses, a percentage was calculated to 
show its dominance in the complete advertising curriculum. 
Tables were created to illustrate the major findings for the Advertising Summit’s 
questions and recommendations and appear in the next section. 
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CHAPTER FOUR: FINDINGS 
 The 2001 Advertising Summit asked three fundamental questions. Two of those 
questions can be answered with the data obtained for this project. The first question asked was 
where the advertising programs were found—in Journalism, combined with Public Relations 
degrees or in business schools, and also what degrees are awarded. Eighty-four of the 119 
advertising programs are found in departments called Communication (30.3%), Journalism/Mass 
Communication (14.3%), Journalism (10.9%), Mass Communication (9.2%) and 
Journalism/Communication (5.9%). Only 4.2% are found in Advertising departments and 2.5% 
are found in Advertising/Public Relations departments. Table 1 shows a complete breakdown of 
departments housing advertising curriculum.  
 Comparing this to Ross’ findings in 1991, there has been some change in the last 15 
years. He found 88.2% of advertising programs were in Journalism/Mass Communication and 
this study found 70.5% of the programs were housed there. Ross only cited program in these 
departments and 13 in Business/Marketing Programs. Perhaps some of the difference can be 
found in the 11.2% of the programs in Advertising, Advertising/Public Relations and 
Communication Arts found in this study that were not noted in his 1991 publication. This would 
mean Advertising as a major and department has grown in American universities in the last 15 
years. 
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Table 1.  
Where are advertising programs found?                                                                                                             
Program location (department) Number %             
 
Communication 36 30.3% 
 
Journalism/Mass Communication 17 14.3% 
 
Journalism  13 10.9% 
 
Mass Communication 11  9.2% 
 
Journalism/Communication 7  5.9% 
 
Advertising 5  4.2% 
 
Marketing 5   4.2% 
 
Communication Arts 4 3.4% 
 
Advertising/Public Relations 3  2.5% 
 
Business 2  1.7% 
 
Journalism/Broadcast 2  1.7% 
 
Journalism/Mass Media 2  1.7% 
 
Art/Communication/Theatre 1 0 .8% 
 
Communication/Rhetorical Studies 1  0.8% 
 
Communication Studies 1 0 .8% 
 
Communication/Visual Arts 1  0.8% 
 
English/Journalism 1 0 .8% 
 
Journalism/Contemporary Media 1 0.8% 
 
Management 1 0 .8% 
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Marketing Communication 1  0.8% 
 
Mass Communication/Ad/PR 1 0 .8% 
 
Mass Media 1 0 .8% 
 
Public Communication 1 0.8% 
 
School of the Arts, Advertising Institute for Education Research 1 0.8% 
 
 
The degrees awarded are not surprising, but are noteworthy. The majority of degrees 
awarded (55.5%) are B.A. degrees and 21.8% are B.S. degrees. Other degrees are BSBA, BBA, 
BJ, BSJ, JBA and JBS. Table 2 shows the findings by degree. 
Table 2.  
What degrees are awarded?                                                                                                            
Degree Number %           
BA 66 55.5% 
BS 26 21.8% 
BSBA 18 15.1% 
Other 9 7.6% 
Other degrees include BBA, BJ, BSJ, JBA and JBS. 
 
 
  The second issue from the Ad Summit that can be addressed with the data gathered here 
is an audit of other programs’ curricula. A related question also was asked: What was the best 
way to progress through the body of knowledge provided? By creating a report of the broad and 
narrow categories of classes identified by the educators at the Advertising Education Summit, 
this question can be an area for future research, discussion, and planning. The overview of what 
percentage of classes fits into each broad and narrow category is summarized in Table 3 and 4. A 
detailed list of the courses in each category, and how many courses have that name, are in 
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Appendices A through K (broad) and L through U (narrow). Courses not covered in either 
category are listed in Appendix W. Internships and practicums, not included in the Advertising 
Education Summit’s broad or narrow categories but consistently highly recommended by 
professionals in the literature review, are listed in Appendix V. 
  One overview to note is that 1,301 courses were entered into the Excel spreadsheet. 
This reflects the names of the courses listed as required for students to graduate with the 
specified degree and a major, minor, concentration, option or specialization in Advertising. It did 
not include every elective. 
Broad category findings 
  Of all advertising courses offered, the broad category represents 57% of the curriculum. 
Writing dominates the advertising curriculum and broad topics with 172 separate courses taught, 
or 13.2% of the entire advertising curriculum. Impressively, integration comes in second with 
139 courses offered, or 9.35% of the curriculum. Research falls in the middle of the list, with 
strategic thinking and creativity ranking above it. Relationship management is near the bottom, 
with 12 courses taught, or 0.9% of the curriculum. 
  The broad category included history and psychology. The data reflected in Table 3 and 
in Appendices D and E, respectively, label only those advertising courses that use history and 
psychology principles as part of their course content. Because the database did not include 
general education courses, it should not be interpreted that the courses shown are an Advertising 
student’s only exposure to these liberal arts subjects.  
  The branding category needs to be interpreted carefully, and points out one of the side 
effects from mutually exclusive categorizing. While only one course was defined as a branding 
class (it was called Message Development), it can be safely assumed that branding is addressed 
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to varying degrees in a wide range of advertising courses. Introduction to Advertising surely 
contains some definition and examples of branding, and campaigns classes most certainly 
reinforce the branding idea and technique. However, if the Advertising Education Summit 
participants’ intention was to offer courses that dealt predominantly with branding, this result 
could be significant. 
Table 3.  
Summary of Courses Covered in Broad Categories                                                                                                   
Category                                                            Number % of all Courses
Writing 172 13.2% 
 
Integration (Campaigns, IMC, Ad/PR) 139 9.4% 
 
Strategic Thinking 98 7.5% 
  
Creativity 90 6.9% 
 
Accountability 82 6.3% 
 
Research 78 6.0%  
 
Psychology 37 2.8% 
 
Interactivity (Internet, Digital Media) 24 1.8% 
 
History 12 0.9% 
 
Relationship Management 12 0.9% 
  
Branding 1 0.07% 
 
Total 745 57.0% ____
 
Narrow category findings 
  There are 553 courses defined as narrow categories, making up 42.5% of all courses 
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offered. Media dominates this category with 236 courses offered at 18.1% of the total curricula. 
Sales Promotion is last with only eight courses and 0.6% of total curriculum. Public Relations 
ranks fourth with 52 courses and 3.9% of the curriculum. It beats Copy by only one course. 
  For the narrow categories, the Advertising Education Summit recommendations 
grouped Copy and Layout together. For this study, the two were divided into separate categories 
because it seemed to more accurately reflect the course offerings in the database. There were a 
combined total of 115 courses categorized as Copy or Layout. Ten combined copy and layout in 
its name. These 10 courses were assigned Writing as a broad category and Layout as a narrow 
category. Footnotes in Appendices C and M note their category assignment. It was interesting to 
note that the courses are nearly evenly split between copy (51 courses) and layout (64 courses) if 
the 10 courses combining copy and layout are factored out. 
  Also noteworthy is the “Internet” result, which needs to be interpreted carefully. In this 
category, courses were purposely listed by individual title with no effort to group like courses to 
demonstrate what is being taught in this evolving area. Twelve courses were found, equaling just 
under 1% of all courses offered. The conclusion can be drawn that 10% of schools offer a class 
in Internet, since each entry is from one school. As with the Branding category in the broad 
recommendations, it does not mean that the Internet isn’t being addressed in other courses, such 
as Campaigns and Copywriting. So while the number of courses may be small (keeping in mind 
that the list does not include electives and those courses that may be offered once a year or every 
two years), it is impressive that there are 12 given the speed at which the Internet has grown and 




Table 4.  
Summary of Courses Covered in Narrow Categories                                                                                                 
Category                                                            Number % of all Courses
Media 236 18.1% 
 
Campaigns 97 7.4% 
  
Layout 64 4.9% 
 
Public Relations 52 3.9% 
   
Copy 51 3.9% 
 
Account Planning 18 1.3% 
 
Sales Management 13 0.9% 
  
Internet 12 0.9% 
 
Research Methods 10 0.7% 
  
Sales Promotions 8 0.6% 
 
Total 553 42.5% ___
 
Other findings 
  Two other findings merit comment. In the literature review, advertising professionals 
consistently commented on the value of internships, apprenticeships and on-the-job training. 
Educators at the Summit did not recommend internships, most likely because it is not a course 
requiring preparation on the part of the educator. But since it appears to be such a valuable part 
of career preparation, internships were recorded in Appendix V. The overall finding was that 39 
courses at 119 schools cover internships in some form and require it or make it a major part of 
the curriculum for students. Internships reflect 2.9% of the total curriculum. Internships and 
practicums may be on the longer lists of program electives not entered into the database. 
28 
 Appendix W is a list of 92 courses that were not forced into a broad or narrow category. 
These fall into one of three categories: radio/television major courses, business courses, 
news/editorial major courses, speech courses, highly specialized courses (such as Agricultural 
Marketing), courses with vague titles, and international marketing. The last group of courses 







CHAPTER FIVE: CONCLUSION 
This report shows a macro view of advertising curriculum in the new millennium. The 
information found here may have its best use as a reference tool for what courses are currently 
offered in advertising programs. Course categories are ranked so educators can see where the 
subjects fall in relation to each other. The appendices list every required course, and some 
electives, found in the 119 schools offering advertising programs so educators have a more 
comprehensive reference in assessing their own programs and offerings. 
Making micro analyses and conclusions is not possible. But, an overall conclusion that 
can be made is that there is a wide variety of courses offered to potential students. To generalize, 
students have more than 3,000 hours of courses to choose from for a 30 to 40-hour major. This 
ratio goes down even more for minors, concentrations, specializations, and options. 
Yet, this diversity in course choice can create opportunity for students. Advertising is a 
broad field with opportunities for professionals possessing all kinds of skills. Business-oriented 
students that want to reach target customers with sales messages as well as artistic students that 
want to create concepts and execute them in various media can all find programs right for 
them—as can students in between, be it account service, media buying, media sales, or 
production management. 
Overall, American colleges and universities are doing a sound job of meeting the 
recommendations presented and preserved in the White Paper resulting from the 2001 
Advertising Education Summit. No category was ignored. The emphasis is on writing and media, 
and newer aspects of mass communication, like the Internet and integration, have a solid 
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foothold. How their dominance changes as the millennium progresses is an area of future 
research. 
The opinions, thoughts and ideas of the professional community were well represented in 
the literature on advertising curriculum. Consistently, they recommended internships and 
apprenticeships as the best way to prepare students for careers in advertising. Educators who 
want a curriculum that will put career preparation at the top of the priority list should make 
internships an integral part of their program. 
The best use of this study is for educators who are planning an advertising curriculum, or 
want to audit or make changes to their existing curriculum. They may want to use the ordinal-
type ranking of course categories to assess whether they fall in the right spots, and look at 
making recommendations for any necessary changes. Even course names, and the prevalence of 
them, are listed here for their use and benefit. 
What is on the horizon in advertising education? Nine courses in international 
marketing/advertising or cultural communication did not fit in a broad or narrow category. 
International marketing, diversity, and cultural influences and issues in advertising may be a 
curricula trend and were not mentioned by the educators preparing the broad and narrow 
recommendations at the 2001 Advertising Education Summit. This may be one area educators 
need to pay attention to and adjust their curricula accordingly as the Internet and globalization 
continue to influence advertising specifically and mass communication in general.  
Size of university or college is also an area for future studies in curricula. Are the 10% of 
schools offering a course in Internet the largest schools? Are portfolio courses more prevalent in 
programs where Advertising is its own department and may have more technological resources? 
The current data does not make any attempt to sort course offerings by size of institution or 
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correlate it with type of major or degree, and this could be an area for future study that could be 
useful for educators. 
32 
APPENDIX A: (BROAD) COURSES COVERING STRATEGIC THINKING 
33 
Advertising Account Planning and Media Strategy 1 
Advertising Campaigns1 50 
Advertising Campaigns II 1 
Advertising Case Studies 2 
Advertising Management and Cases 1 
Advertising Media Strategy 2 
Advertising Media and Marketing Strategy 1 
Advertising Message Strategy 1 
Advertising Strategy 4 
Advertising Strategy and Positioning 1 
Audience Analysis 1 
Campaign Planning 1 
Communication Strategy 1 
Creating Advertising Messages 1 
Creative Concepts2 4 
Creative Strategy3 3 
Creative Strategies in IMC 1 
Creative Thinking for Advertising 1 
Critical Thinking 1 
Integrated Communication Research Strategy 1 
Integrated Strategy 1 
Logic 1 
Marketing Media Planning and Strategy 1 
Marketing Strategy 1 
Media Criticism 2 
Media Strategy4 3 
PR Case Studies 2 
PR Management and Cases 1 
Problems and Cases in Advertising 1 
Selected Problems in Marketing 1 
Solving Practical Problems 1 
Strategic Communication5 2 
Strategic Design and Visuals 1 
Strategic Planning and Research 1 
 
                                                 
1 Includes Advertising Campaigns I 
2 Includes Advertising and Creative Process, Creative Processes in Advertising 
3 Includes Creative Strategy I and II 
4 Includes Media Strategy and Tactics 
5 Includes Strategic Communication II 
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Total Courses Covering Strategic Thinking 98 
% of all Courses 7.5% 
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APPENDIX B: (BROAD) COURSES COVERING RESEARCH 
36 
Advertising Research and Campaigns 1 
Advanced Advertising Research 1 
Advertising/Public Relations Research6 6 
Communication Research Strategy7 2 
Communication Theory and Research 3 
Information Gathering8 4 
Library and Internet Research Skills 1 
Market Research 7 
Marketing and Media Research 1 
Mass Communication Processes and Effects 1 
Mass Communication Research9 23 
Mass Communication Research Strategy and Skills 1 
Mass Communication Theory10 13 
Mass Media Effects 1 
Mass Media Research Methods 3 
Mass Media Research Strategies 1 
Media Planning and Research 1 
Media Theory and Society 1 
Quantitative Research 1 
Research and Writing 1 
Research Methods for Integrated Strategic Communication Professional 1 
Research Methods for Marketing Communication 1 
Research Methods for Promotional Communication 1 
Strategic Communication Research I 1 
Telecommunication Media Research 1 
 
Total Courses Covering Research 78 
% of all Courses 5.9% 
 
                                                 
6 Includes Strategic Research for Ad/PR and Ad/PR Research and Analysis 
7 Includes Communication Research Strategies and Methods 
8 Includes Information Gathering and Research 
9 Includes Communication Research Techniques 
10 Includes Mass Communication Theory and Effects and Theory and Process of Communication 
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APPENDIX C: (BROAD) COURSES COVERING WRITING 
38 
Advertising Copywriting11 35 
Advertising Copywriting II12 4 
Advertising Copywriting III 1 
Advertising Copywriting and Design13 15 
Advertising Copywriting and Campaigns 1 
Advertising Copywriting and Communication 1 
Advertising Media Writing 1 
Advertising/PR Writing 2 
Broadcast News Writing14 3 
Communication Writing 5 
Copy Editing 2 
Copywriting and Layout 2 
Copy and Visualization 1 
Corporate Publishing 1 
Creating Media Messages 1 
Desktop Journalism 1 
Desktop Presentation 2 
Desktop Publishing 5 
Direct Response Advertising with Writing 1 
Editing for Print15 2 
Editing for Print and Digital Media 1 
Electronic Media Copywriting 1 
Gathering and Reporting 2 
Journalism Writing Skills16 3 
Media Publishing 2 
Media Writing17 27 
News Editing 1 
News Editing and Layout 1 
News Lab 1 
News Writing18 17 
                                                 
11 Includes Advertising Copywriting I, Advertising Writing, Advertising and Continuity Writing. 
 
12 Includes Advanced Advertising Copywriting and Advanced Writing for Media. 
13 Includes Advertising Copy and Layout, Advertising Copy and Design, Advertising Copy and Production, 
Copywriting and Art Production, Advertising Layout and Production, Copy and Visualization, Copywriting and 
Layout, Layout and Design. 
 
14 Includes Writing for RTV and TV Reporting. 
15 Includes Editing 
16 Includes Journalistic Skills I, and Journalistic Style and Usage 
17 Includes Writing for Media I, Media Writing and Editing I, Media Writing and Information Gathering. 
39 
News Writing and Reporting II19 3 
Opinion Writing 1 
Print Media Copywriting 1 
Professional Writing 1 
Promotion and Sponsorships with Writing 1 
PR Copywriting 1 
PR Publications 1 
PR Writing20 6 
PR Writing II 1 
Persuasive Writing 1 
Promotional Writing 1 
Publicity Techniques 1 
Research and Writing 1 
Reporting and Writing for Mass Media 1 
Strategic Writing21 2 
Writing for Marketing and Management Communication 1 
Writing for Media II22 2 
Writing for Mass Communication I 1 
Writing for Print and Digital Media 1 
Writing for the Advertising Industry 1 
Writing Strategies 1 
 
Total Courses Covering Writing 172 




                                                                                                                                                             
18 Includes News Writing and Reporting, News Writing and Reporting I, Newspaper Writing and Reporting, 
Reporting and Reporting I 
 
19 Includes Journalistic Skills II, and Intermediate Reporting 
20 Includes PR Writing I 
21 Includes Strategic Writing and Planning 
22 Includes Media Writing and Editing II 
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APPENDIX D: (BROAD) COURSES COVERING HISTORY 
41 
Advertising History 1 
American History Since 1877 1 
Advertising in Modern Society 1 
American Media History 1 
First Amendment and Society 1 
History of Journalism 1 
History of Mass Media 4 
Mass Communication History 1 
Media History and Philosophy 1 
 
Total Courses Covering History 12 
% of all Courses 0.9% 
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APPENDIX E: (BROAD) COURSES COVERING PSYCHOLOGY 
43 
Advertising as Communication 1 
Advertising and Society 2 
Communication in a Global Society 1 
Communication in Perspective 1 
Consumer Behavior and Target Market Analysis 1 
Consumer Communication and the Public 1 
Human Communication 1 
Human Communication and Society 1 
Introduction to Psychology 4 
Language and Human Behavior 1 
Mass Communication and Society 12 
Media and Consumer Behavior 1 
Nonverbal Communication 1 
Persuasion 3 
Persuasion: Consumer Response 1 
Persuasion in Media 1 
Public Opinion and Propaganda 1 
Social and Cultural Context of Advertising 1 
Social Issues and Advertising 1 
Theory and Practice of Persuasion 1 
 
Total Courses Covering Psychology 37 
% of all Courses 2.8% 
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APPENDIX F: (BROAD) COURSES COVERING BRANDING 
45 
 
Message Development 1 
 
Total Courses Covering Branding 1 
% of all Courses 0.07%
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APPENDIX G: 
(BROAD) COURSES COVERING RELATIONSHIP MANAGEMENT 
47 
Advertising Account Management 2 
Communication and Group Processes 1 
Communication in Small Groups 1 
Interpersonal Communication 2 
Management and Human Resources 1 
PR and Corporate Citizenship 1 
Press and the Public 1 
Professional Development 1 
Promotion and Sponsorships 1 
Sports Promotion 1 
 
Total Courses Covering Relationship Management 12 
% of all Courses 0.9% 
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APPENDIX H: (BROAD) COURSES COVERING INTEGRATION 
49 
Advertising/Public Relations Campaigns23 11 
Creative Campaign Production 1 
Direct Marketing 2 
Integrated Campaign Development 1 
Integrated Marketing Campaigns 1 
Integrated Media Tactics 1 
Integrated Promotion Management 1 
Introduction in Advertising/Public Relations 3 
Marketing 22 
Marketing Management 3 
Marketing Promotions 1 
Merchandising and Sales Promotion 1 
Principles of Advertising24 89 
Promotion 1 
Public Relations Campaigns 1 
 
Total Courses Covering Integration 139 
% of all Courses 10.6% 
 
                                                 
23 Includes Advertising/Communication Campaigns and Advertising and Marketing Communication Campaigns, 
Campaigns, and Classic Campaigns 
 
24 Includes Survey of Advertising, Seminar in Advetising, and Theory and Principles of Mass Media Advertising 
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APPENDIX I: (BROAD) COURSES COVERING ACCOUNTABILITY 
51 
Advanced Media Law and Regulation 1 
Advertising Account Planning 1 
Advertising and Integrated Communication Administration 1 
Advertising Communication Problems 1 
Communication Ethics 6 
Communication Issues and Public Policy 1 
Communication Law and Regulations 1 
Communication Law for Advertising/Public Relations 1 
Communication Management 2 
Ethics and the Strategic Communicator 1 
Freedom of Expression and Communication Ethics 1 
Legal and Ethical Principles for Mass Media 1 
Issues in Advertising 1 
Issues and Ethics in Mass Communication 1 
Journalism Law 1 
Mass Communication Law 27 
Mass Communication Law and Ethics 6 
Media Ethics 8 
Media Ethics and Moral Reasoning 1 
Media Law 11 
Media Law and Ethics25 7 
Morality, Law and Advertising 1 
 
Total Courses Covering Accountability 82 
% of all Courses 6.3% 
 
                                                 
25 Includes Media Law, Ethics and Responsibility 
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APPENDIX J: (BROAD) COURSES COVERING INTERACTIVITY 
 
53 
Advanced Interactive Advertising Design 1 
Advertising in the Digital World 1 
Communication and the Internet 1 
Communication Technology 1 
Computer-Mediated Publication 1 
Digital Creative Seminar 1 
Digital Imaging for JMC 1 
Digital Media 1 
Digital Media Convergence 1 
Digital Media Production 1 
Digital Media Seminar 1 
Electronic Information Sources 1 
Electronic Marketing and Media Channels 1 
Electronic Media Programs and Audiences 1 
Electronic Publishing 1 
Electronic Technologies 1 
Interactive Advertising 1 
Interactive Advertising Design 2 
Interactive Campaigns 1 
Interactive Media 2 
Introduction to Multimedia 1 
Web Design 1 
 
Total Courses Covering Interactivity 24 
% of all Courses 1.8% 
54 
APPENDIX K: (BROAD) COURSES COVERING CREATIVITY 
55 
Advanced Advertising Design 1 
Advanced Creative: Broadcast 1 
Advertising Art Direction 1 
Advertising Art Direction and Design 1 
Advertising Business Portfolio 1 
Advertising Creative Development26 7 
Advertising Design and Production 1 
Advertising Lab: Campaigns 1 
Advertising Layout and Production 1 
Advertising Campaign Production 1 
Advertising Creativity 1 
Advertising Design 4 
Advertising Development 2 
Advertising Layout and Production 1 
Advertising Portfolio Development27 5 
Advertising Portfolio Development Continued 1 
Advertising/PR Layout, Design and Editing 1 
Advertising Writing and Design 2 
Advertising/PR Graphics 1 
Advertising Techniques: Copywriting 1 
Advertising Workshop 1 
Art Directors Seminar 1 
Beginning Computer Graphics 1 
Communication Graphics 1 
Copywriting Seminar 1 
Creating Advertising Concepts: Portfolio I 1 
Creating Advanced Advertising Concepts: Portfolio II 1 
Creating Advanced Advertising Concepting: Portfolio III 1 
Creative Advertising 1 
Creative Strategy and Copywriting 2 
Creativity and Copywriting 2 
Design and Layout for Publication 2 
Graphic Arts with Lab 1 
Graphics for Promotional Media 1 
Graphic Design 4 
Graphic Illustration 1 
Introduction to Ad Design and Graphics 1 
Introduction to Creative Advertising Communication 1 
                                                 
26 Includes Advertising Techniques, Advertising Practices, Advertising Production, and Advanced Advertising 
Procedures 
27 Includes Portfolio and Portfolio I 
56 
Layout and Design 2 
Photography 1 
Print Advertising and Layout 1 
Print Advertising Design28 11 
Publication Design29 4 
Small Publications 1 
Visual Communication 7 
Visual Communication and Presentation 1 
Visual Communication and Technology 1 
Visual Literacy 1 
 
Total Courses Covering Creativity 90 
% of all Courses 6.9% 
                                                 
28 Includes Strategy and Executions, Creative Strategy and Execution I, Creative Strategy and Execution II, 
Advertising Creative Strategy and Tactics, Print Design, and Advanced Creative: Print 
 
29 Includes Professional Publication Design, and Publication Design and Graphics 
57 
APPENDIX L: (NARROW) COURSES COVERING COPY 
58 
Advertising Copywriting30 37 
Advertising Copywriting II31 2 
Advertising Copywriting III 1 
Advertising Media Writing 1 
Ad/PR Copy and Production 1 
Creating Advertising Messages 1 
Creative Strategy and Copywriting32 4 
Direct Response Advertising with Writing 1 
Persuasive Writing 1 
Promotional Writing 1 
Writing for the Advertising Industry 1 
 
Total Courses Covering Copy 51 
% of all Courses 3.9% 
                                                 
30 Includes Advertising Copywriting I, Advertising Writing, Advertising Techniques: Copywriting, Copywriting 
Seminar, and Advertising Copy and Communication 
 
31 Includes Advanced Advertising Copywriting, Advertising Writing and Design, and Advanced Copy and 
Production 
32 Includes Creativity and Copywriting 
59 
APPENDIX M: (NARROW) COURSES COVERING LAYOUT 
 
60 
Advanced Advertising Art Direction 1 
Advanced Advertising Design 1 
Advanced Creative: Print33 1 
Advanced Interactive Advertising Design 1 
Advertising Art Direction 1 
Advertising Campaign Production 1 
Advertising Copywriting and Design 2 
Advertising Design 4 
Advertising Design and Production 1 
Advertising Development 2 
Advertising Lab: Campaigns 1 
Advertising Layout and Production 1 
Ad/PR Layout, Design and Editing 1 
Art Directors Seminar 1 
Beginning Computer Graphics 1 
Communication Graphics34 4 
Creating Advertising Concepts: Portfolio I 1 
Creating Advertising Concepts: Portfolio II 1 
Creating Advanced Advertising Concepting: Portfolio III 1 
Creative Campaign Production 1 
Desktop Presentation 2 
Desktop Publishing 5 
Information Graphics 1 
Interactive Advertising Design 2 
Graphic Arts with Lab 1 
Graphic Design 4 
Graphics for Promotional Media 1 
Introduction to Advertising design and Graphics 1 
Media Graphics 2 
News Editing and Layout 1 
Photoshop 1 
Portfolio  2 
Portfolio I 2 
Portfolio II35 4 
Print Advertising Design 1 
Publication Design36 3 
                                                 
33 Includes Print Design 
34 Includes Graphics of Communication 
35 Includes Portfolio III 
36 Includes Professional Publication Design, and Publication Design and Graphics 
61 
QuarkExpress 1 
Strategic Design and Visuals I 1 
Typography and Printing Processes 1 
 
Total Courses Covering Layout 64 
% of all Courses 4.9% 
62 
APPENDIX N: (NARROW) COURSES COVERING MEDIA 
 
63 
Advanced Creative: Broadcast 1 
Advanced Media 1 
Advanced Writing for Media 1 
Advertising and Marketing Communication 1 
Advertising Media 14 
Advertising Media Planning37 30 
Advertising Media Planning and Sales 1 
Advertising Media Planning and Buying38 2 
Advertising Media Sales 1 
Advertising Media Strategy39 4 
Audio Practicum 1 
Broadcast Advertising 1 
Broadcast Advertising and Programming 1 
Creating Media Messages 1 
Creative Strategies and Media Planning 1 
Communication and Advertising 1 
Communication Technology 1 
Comparative Media Systems 1 
Contemporary Issues in Mass Media 1 
Contemporary Mass Media 1 
Creating Media Messages 1 
Cultural Diversity in Media40 1 
Direct Marketing Communication 1 
Electronic Marketing and Media Channels 1 
Electronic Media Copywriting 1 
Free Expression, Mass Media and the American Public 1 
History of Mass Media41 6 
Integrated Media Tactics 1 
Interactive Media 2 
Introduction to Mass Communication 32 
Introduction to Media 6 
Introduction to Visual Media 1 
Journalism Principles 4 
Marketing Media Planning and Strategy 1 
Marketing Communication 3 
                                                 
37 Includes Advertising Media Planning and Strategy, Media Planning, and Media Planning I 
38 Includes Media Planning and Buying 
39 Includes Advertising Media and Marketing Strategy, and Media Planning and Placement 
40 Includes Lifestyles, Diversity and Media 
41 Includes Media History and Philosophy, and American Media History 
64 
Marketing Media Products 1 
Mass Communication and Society42 26 
Mass Communication Practices 1 
Mass Media Communication 1 
Mass Media in a Global Environment 1 
Media II: Investment Planning 1 
Media Criticism 1 
Media and Consumer Behavior 1 
Media Literacy 4 
Media Marketing 1 
Media and Markets 1 
Media Planning 15 
Media Planning I 1 
Media Planning and Research 1 
Media Publishing 2 
Media Strategy43 3 
Media Writing44 27 
Media Writing and Editing I45 2 
New Media and Markets 1 
Newspaper Advertising 1 
Persuasion in Media 1 
Placing Advertising 1 
Print Practicum 1 
Print Media Copywriting 1 
Professional Media Practicum 1 
Radio/Television Advertising 3 
Regional Mass Media Issues 1 
Reporting and Writing for Mass Media 1 
Survey of Mass Media 2 
Understanding Mass Media 1 
Video Practicum 1 
Visual Communication and Technology 1 
 
 
Total Courses Covering Media 237 
% of all Courses 18.2% 
                                                 
42 Includes Communication Media and Society, and Mass Media and Society 
43 Media Strategy and Tactics 
44 Includes Writing for Media I, and Writing for Media II, and Media Writing and Information Gathering 
45 Includes Media Writing and Editing II 
65 
APPENDIX O: (NARROW) COURSES COVERING INTERNET 
66 
Computer-mediated Publication 1 
Digital Creative Seminar 1 
Digital Imaging for JMC 1 
Digital Media 1 
Digital Media Convergence 1 
Digital Media Production 1 
Digital Media Seminar 1 
Editing for Print and Digital Media 1 
Electronic Information Sources 1 
Electronic Media Programs and Audiences 1 
Electronic Publishing 1 
Electronic Technologies 1 
New Media 1 
New Media and Technology 1 
Web Design 1 
Writing for Print and Digital Media 1 
 
Total Courses Covering Internet 16 
% of all Courses 1.2% 
67 
APPENDIX P: 
(NARROW) COURSES COVERING ACCOUNT PLANNING 
 
68 
Advertising Account Management 2 
Advertising Account Planning46 5 
Advertising Account Planning and Media Strategy 1 
Advertising Management47 7 
Campaign Planning 1 
Consumer Behavior and Target Market Analysis 1 
Strategic Planning and Research 1 
 
Total Courses Covering Account Planning 18 
% of all Courses 1.3% 
                                                 
46 Includes Advertising Planning, Account Planning Management, and Account Planning 
47 Includes Advertising/Communication Management 
69 
APPENDIX Q: (NARROW) COURSES COVERING CAMPAIGNS 
70 
Advertising Agency Operation and Campaigns 1 
Advertising and Integrated Communication Administration 1 
Advertising Campaigns48 50 
Advertising Campaign Management 1 
Advertising Campaign Strategy 1 
Advertising Campaigns II 1 
Advertising Copywriting and Campaigns 1 
Advertising/Public Relations Campaigns49 10 
Advertising Research and Campaigns 1 
Cases in Integrated Communication 1 
Communication Campaigns 3 
Creative Marketing Campaigns 1 
Classic Campaigns 1 
Integrated Campaign Development 1 
Integrating Communication 1 
Integrated Marketing Campaigns 1 
Integrated Strategy50 13 
Interactive Campaigns 1 
Introduction in Advertising and Public Relations 3 
Strategic Campaigns51 4 
 
Total Courses Covering Campaigns 97 
% of all Courses 7.4% 
                                                 
48 Includes Advertising Campaigns I 
49 Includes Advertising and Marketing Communication Campaigns, Campaigns, and Advertising/Communication 
Campaigns 
 
50 Includes Integrated Strategic Communication, Integrated Marketing Communication, Creative Strategies in IMC, 
Integrated Communication Campaigns, and Integrated Communication Seminar 
 
51 Includes Strategic Advertising Campaigns 
71 
APPENDIX R: (NARROW) COURSES COVERING SALES PROMOTION 
72 
Advertising and Promotion 1 
Advertising Sales and Promotion 1 
Introduction to Sales Promotion 1 
Marketing Promotions 1 
Media Sales and Promotion 1 
Merchandising and Sales Promotion 1 
Promotion 1 
Retail Advertising 1 
 
Total Courses Covering Sales Promotion 8 
% of all Courses 0.6% 
73 
APPENDIX S: 
(NARROW) COURSES COVERING SALES MANAGEMENT 
74 
Advertising Sales 4 
Integrated Promotion Management 1 
Marketing Management 3 
Media Sales 5 
 
Total Courses Covering Sales Management 13 
% of all Courses 0.9% 
75 
APPENDIX T: 
(NARROW) COURSES COVERING RESEARCH METHODS 
76 
Audience Analysis 1 
Communication Research Strategies and Methods 1 
Library and Internet Research Skills 1 
Mass Media Research Methods 3 
Mass Media Research Strategies 1 
Research Methods for Integrated Strategic Comm Professionals 1 
Research Methods for Promotional Communication52 2 
 
Total Courses Covering Research Methods 10 
% of all Courses 0.7% 
                                                 
52 Includes Research Methods for Marketing Communication 
77 
APPENDIX U: (NARROW) COURSES COVERING PUBLIC RELATIONS 
78 
Advanced Public Relations 1 
Advertising/Public Relations Writing 2 
Corporate Publishing and Writing 1 
Public Relations and Corporate Citizenship 1 
Public Relations and Policy 1 
Public Relations Campaigns 1 
Public Relations Case Studies 2 
Public Relations Management and Cases 1 
Public Relations Publications 1 
Public Relations Techniques 1 
Public Relations Writing53 7 
Public Relations Writing II 1 
Public Relations Principles 31 
Publicity Techniques 1 
 
Total Courses Covering Public Relations 52 
% of all Courses 3.9% 
                                                 
53 Included PR Writing and PR Writing I 
79 
APPENDIX V: COURSES COVERING INTERNSHIPS 
80 
Advertising Internship 3 
Advertising Practicum 1 
Advertising/Public Relations Internship 1 
Audio Practicum 1 
Career Prep 1 
Communication Internship 2 
Communication Practicum 1 
Elective Practicum 1 
Fieldwork/Internship 1 
Journalism Internship 1 
Journalism/Mass Communication Internship 1 
Journalism Practicum 1 
Independent Study In Advertising/Public Relations 1 
Interactive Internship 1 
Internship 12 
Internship/Practicum 1 
Media Internship 2 
Practicum 3 
Practicum Series 1 
Print Practicum 1 
Professional Media Practicum 1 
Video Practicum 1 
 
Total Courses Covering Internships 39 




APPENDIX W: COURSES NOT ASSIGNED A CATEGORY 
82 
Accounting I 1 
Accounting II 1 
Adcult 1 
Advanced Communication Seminar 1 
Advertising in a Global Environment 1 
Advanced Public Speaking 1 
Advertising Competition 1 
Agricultural Marketing 1 
Argumentation 1 
Audio/Video Basics 1 
Basic Economics 1 
Basic Radio/Television 1 
Basic TV Production 2 
Basic Radio Production 1 
Broadcast Commercial 1 
Broadcast Production 1 
Business and Professional Communication 2 
Business-to-Business Communication 1 
Capstone 1 
Communication Arts 1 
Communication Perspectives 1 
Contemporary Presentation 1 
Corporate Video 1 
Cultural Studies in Mass Communication 1 
Design and Video Production 1 
Economics and Statistics in Media 1 
Elementary Calculus 1 
Field Production 1 
Foundations of Organizational Communication 1 
Global Mass Communication 1 
Intercultural Communication 1 
International Advertising 1 
International Business Principles 1 
International Marketing 1 
International Promotion  1 
Introduction to Computers 1 
Introduction to Media Production 2 
Introduction to Oral Communication 2 
Introduction to Statistics54 7 
Issues in International Communication 1 
Language for Journalists 1 
                                                 
54 Includes Principles of Stastics, Elementary Statistics and Statistical Methods 
83 
Macro Economics 2 
Micro Economics 3 
Mass Communication Seminar 1 
Media Management Principles and Theory 1 
Media Production Seminar 1 
News Broadcasting 1 
News Bureau 1 
Organizational Communication 3 
Principles of Eco-Price Theory 1 
Production 1 
Professional Communication 1 
Professional Development Seminar 1 
Professional Presentation Integrated Marketing 1 
Professional Speaking and Rhetoric 1 
Public Presentations 2 
Public Speaking 1 
Public Speaking: Theory, Models and Practice 1 
Publication Technology 1 
Radio Production 1 
School Newspaper 1 
Senior Project 1 
Senior Seminar 4 
Senior Seminar: Advertising Practice and Management 1 
Statistics for the Social Sciences 1 
Student-Run Ad Agency 1 
Studio and Post Production 1 
Survey of Economics 1 
The Advertising Agency 1 
TV Commercial Production 1 
TV Production 1 
Video/Film Technique 1 
 
Total Courses Not Assigned a Category 91 
% of all Courses 6.9% 
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